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Introduction
If the shopping motive is a function of only the buying motive, the decision to shop will occur when a person's need for particular goods becomes sufficiently strong for him to allocate time, money and effort to visit the store. However, the multiplicity of hypothesized shopping motives suggest that a person may also go shopping when he needs attention, wants to be with peers, desires to meet people with similar interests, feels a need to exercise, or has leisure time (Tauber, 1972, p. 48) .
Our understanding of retail shopper behaviour has come a long way since Tauber (1972) broadened retailers' view of shopping motivations: simply fulfilling the utilitarian
The current issue and full text archive of this journal is available at www.emeraldinsight.com/0959-0552.htm Marilyn Jones was the motivating force behind this research effort; sadly she passed away prior to its completion. motive for shopping is no longer a sufficient positioning strategy for retail stores in today's competitive environment (Rintamaki et al., 2006) . Shopping motivations have since been shown to affect shopper satisfaction, which, in turn, drives customers' re-patronage intentions and store loyalty (Michon and Chebat, 2004) , key drivers of profitability. Strategic marketing decisions, including target market selection, as well as tactical decisions, such as store layout and product composition/placement, should therefore be made considering the antecedents leading up to, and including, shopper satisfaction.
Shopper satisfaction studies typically start with the expectancy-disconfirmation model, but in keeping with the view of Anderson and Fornell (1994) this study embraces a broader perspective. It focuses on the antecedents driving satisfaction, and, in particular, the inter-relationships between drivers of satisfaction, whether the effects are direct, mediated or moderated. Related literature on shopping satisfaction is extensive and has included examining the influence of crowding perceptions (Eroglu and Harrell, 1986; Eroglu and Machleit, 1990) , shopping/customer values (Babin et al., 1994; Eroglu et al., 2005; Rintamaki et al., 2006) and emotions (Burns and Neisner, 2006; Machleit et al., 2000; Mano and Oliver, 1993) . These studies constitute the starting point of this study, however, in keeping with the theme of this issue, we explore the effect, if any, that cultural differences between America (USA) and Australia have on shopping outcomes.
This study presents findings from an experiment designed to test the effects that crowding perceptions (both human and spatial crowding), emotions and shopping values (utilitarian and hedonic) have on shopper satisfaction. Culture is explored as a moderating variable. As the value that customers derive from shopping has been described as "relativistic because it involves preferences among objects, it varies among people, and it is specific to the context" (Rintamaki et al., 2006, p. 9) , the overarching supposition here is that culture systematically affects crowding perceptions and shopping values, which, in turn, influence shopper satisfaction.
In the following pages, we present a conceptual overview of literature pertaining to shopper satisfaction and advance a series of hypotheses. Culture, in particular, receives an expanded discussion. A 2 £ 2 £ 2 between subjects experiment is then described, followed by findings and directions for future research.
Conceptual overview and hypotheses
Previous research shows that shopper satisfaction is affected by shoppers' hedonic and utilitarian values (Babin et al., 1994; Eroglu et al., 2005) . Subsequent research has broadened our understanding of factors that influence shopper satisfaction, whether directly or indirectly, and now include the emotions (both positive and negative) evoked whilst shopping, perceptions of human and spatial crowding experienced at a retail establishment, and one's tolerance for crowding. This study starts with the framework advanced by Eroglu et al. (2005) , but overlays a cultural dimension. Barring culture and its intended effects elucidated shortly, we adopt the construct definitions advanced by Eroglu and Machleit (1990) , Machleit et al. (2000) and Eroglu et al. (2005) ; hence only a brief review of these constructs follow. The model shown in Figure 1 unfolds from right to left, starting with the key dependent variable, shopper satisfaction. This section concludes with culture, since as a key construct, it is hypothesized to moderate many of the relationships below.
A bi-cultural analysis
Shopper satisfaction refers to the extent to which a customer's expectations of the shopping experience are met or exceeded and is typically captured by the expectancydisconfirmation model (Oliver, 1993; Oliver and DeSarbo, 1988) . Many factors serve to shape one's expectations, some store specific and within management control (e.g. pricing strategy, product assortment and atmospherics), while others outside. For example, the number of shoppers (human density) in the store at any one point in time is typically not controlled, yet an empty store may make one feel uncomfortable as could a store that is too crowded. Academic evidence supports this contention, in that there is an inverted-U relationship between crowding perceptions and individuals' favourable assessment of the environment (Berlyne, 1960; Wohlwill, 1968) . Other important variables are shopper motivation or shopping values. Shoppers' expectations, hence, their satisfaction with the experience, may very well be affected by whether they are engaged in a purposeful, directed search or just a non-task oriented trip, such as browsing, having fun with friends, and so forth. A rich history of retailing research has identified two types of shopping values: utilitarian value (which captures the extent to which the goal of the shopping trip is accomplished or expected to be accomplished) and hedonic value (the individual's evaluation of the experiential aspects of shopping) (Babin et al., 1994; Rintamaki et al., 2006 , for a review). Empirical evidence supports a positive relationship between utilitarian and hedonic shopping values and shopper satisfaction (Babin et al., 1994; Eroglu et al., 2005) . Thus, consistent with these findings:
H1. Both utilitarian and hedonic shopping values have a positive, direct effect on shopper satisfaction.
Emotions also affect shopper satisfaction (Burns and Neisner, 2006; Machleit et al., 2000) . Emotions capture reactions by consumers to the retail environment that take place as they work toward meeting their shopping goals (Sherman et al., 1997) . There is no uniformly accepted list of emotions; however, Machleit et al. (2000) elicited reactions to 27, some, but not all, of which received empirical support in a retail context. Subsequently, Eroglu et al. (2005, Study 2) found that some emotions had both direct H2b. Hedonic shopping value and utilitarian shopping value.
Conversely, greater the negatively valenced emotions, lower the:
H2d. Hedonic shopping value and utilitarian shopping value.
Perceptions of crowding refer to a psychological state that occurs when a person's demand for space exceeds the supply (Stokols, 1972) . These perceptions are affected by physical and/or social factors that may cause an individual to anticipate potential problems arising from the perceived scarcity of space (Stockdale, 1978) . Empirical analysis of retail crowding has supported two dimensions: human crowding perceptions and spatial crowding perceptions. Perceptions of human crowding are driven by the number of individuals within a relevant space (density), and the extent of social interaction therein, while spatial crowding perceptions are instigated by the amount and configuration of merchandise and fixtures within the store (Eroglu and Machleit, 1990; Machleit et al., 1994) . Intuitively, assuming both forms of crowding exceed a minimum threshold (empty stores may be off-putting as could be near empty shelves), higher levels of crowding should lead to lower satisfaction; however, findings are equivocal. Eroglu et al. (2005, Study 2) found that perceived human crowding positively affects shopping satisfaction judgements, lending indirect support for a social value dimension to retail shopping. As advanced by Rintamaki et al. (2006) , some individuals might appreciate crowded conditions because they add to their ability to "see and be seen", a boost to their self-esteem. A plausible explanation for equivocal findings to date is that the relationship between crowding and shopper satisfaction is an inverted U-shape: too little crowding is bad as is too much. Findings could, therefore, be a methodological artifact: where along the continuum the data were collected could result in a positive or negative relationship between crowding and satisfaction. Assuming that a store is operating at moderate to high levels of crowding, we hypothesize:
H3. Greater the perceived human and/or spatial crowding, lower the shopper satisfaction.
In addition to the direct effects that perceptions of crowding have on shopper satisfaction, crowding perceptions also affect the emotions experienced while shopping, which, in turn, directly influence shopping satisfaction. Further, the negative effects of human crowding on satisfaction are mediated by emotions . Given the ability to experience mixed emotions to an event (Williams and Aaker, 2002) , we advance the following:
H4a. Greater the perceived human and/or spatial crowding, lower the positively valenced emotions.
H4b. Greater the perceived human and/or spatial crowding greater the negatively valenced emotions.
The effect of culture Culture affects how people perceive their social environment (Witkin and Berry, 1975; Morris and Peng, 1994; Menon et al., 1999) , their behaviours (Jackson, 1973; McCracken, 1989; Grunert and Scherhorn, 1990; Tansuhaj et al., 1991) , and their responses to marketing stimuli (Chun-Tung and Corkindale, 1998) . With respect to the latter, cultural differences in value systems have been shown to be associated with differences in perceptions and attitudes towards advertising and promotions, retailing, pricing and branding stimuli (Chun-Tung and Corkindale, 1998) . In a non-retailing context, but one comparing/contrasting Americans to Australians, Feather (1998) found that Americans relative to Australians gave more emphasis to achievement, competence and conformity, and are more in favour of rewarding high achievers, while Australians consider pro-social values and equalitarianism as higher in importance than do Americans. The effect of culture on crowding perceptions (and their subsequent ramifications) has not been studied in retail settings, although researchers have found evidence in other fields. , for example, found significant cultural differences in perceptions of crowding in the context of residential density. Asian Americans and Latin Americans differed in the way they perceived residential crowding in comparison to their fellow Anglo-American and African-American citizens. Six et al. (1983) also found cultural differences in the way that American and German students perceived and assessed the importance of number of people, distance to other people and acquaintance level on formations of their crowding perceptions.
We anticipate cultural differences, but hesitate to specify directionality. In most cases shopping hours are more restricted in Australia than in America, suggesting that Australians may be more tolerant of crowds given the context of temporal limitations. We therefore advance:
H5. Culture moderates the effect of crowding perceptions (both human and spatial) on shopping satisfaction.
In relation to retail shopping values, researchers agree that the shopping experience goes beyond functional utility and task orientation (Rintamaki et al., 2006) . Moreover, according to Michon and Chebat (2004) , both utilitarian and hedonic shopping values are affected by the shoppers' culture and personal traits. In their study, French-Canadian shoppers scored significantly higher than did English-Canadian shoppers on both the hedonic and utilitarian scales. While this study cannot be generalized to an American versus Australian context, it does provide evidence that culture has a strong influence on shopping values. Although, once again, the direction of the relationship cannot be specified, culture is posited to affect shopping values:
H6. Culture moderates the effect of shopping values (hedonic and utilitarian) on shopper satisfaction.
Research methodology
Data for this study collected via a 2 £ 2 £ 2 full factorial between subjects design. Human density (high/low), spatial density (high/low) and shopping task (browsing/task shopping) were manipulated. The effects of density on crowding perceptions is well-documented (Stokols, 1972) and prior literature also demonstrates the effect of shopping task on crowding perceptions (Eroglu and Machleit, 1990) ; thus, our interest in these manipulations comes only as a way to insure that there would be substantial IJRDM 38, 8 variability in the perceptions of crowding -the key independent variables in the analysis. Indeed, a MANOVA manipulation check shows that all three independent variables have significant effects on human and spatial crowding perceptions (Wilks' lambda ¼ 0.000, 0.000 and 0.003 for the human density, spatial density and shopping task manipulations on human and spatial crowding perceptions). The manipulations were undertaken similar to the technique used by Eroglu and Machleit (1990) , utilizing interior pictures from a retail bookstore to manipulate human and spatial density (four photos in total). In the low-spatial density condition, bookracks and shelves located on the periphery of the shopping area where ample aisle space exist. For the high-spatial density condition, the same bookracks and shelves are moved into the aisle area to reduce the amount of space. Human density is manipulated by the number of shoppers in the photo -low-human density photos had two shoppers in the background of the scene while high-human density had six shoppers in the foreground and aisles in the scene. Shopping task is manipulated via a descriptive scenario.
Respondents
Student respondents were solicited on a convenience basis from two universities in the USA and two universities in Australia. Student samples are frequently used in environmental psychology, particularly in crowding research (McClelland and Auslander, 1975) . In this study, we found it especially useful to employ students as respondents given the demonstrated differential impact of demographic factors on crowding perceptions (Marshall and Heslin, 1975; Baum and Koman, 1976) . Using a student sample thus helps us minimize these potential confounds arising from a heterogeneous sample.
The respondents were then assigned randomly to one of four treatment conditions: spatial density (high/low) and human density (high/low). They received a packet of material that showed a picture of the inside of a new bookstore and then reported their reactions via a variety of measures. The respondents were primed with one of two scenarios in a descriptive paragraph. They were told to imagine that they were either "just out for a walk and had wandered into the new bookshop" (browsing) or that "they needed to purchase a gift and had decided to do that in the new bookshop" (task-focused). They then saw the colour picture of the bookstore within which human density (more versus less people in the store) and spatial density (more versus less physical space in the store) were manipulated. Afterwards, respondents reported their level of satisfaction with the imagined shopping trip, and their perceptions regarding the amount of crowding, both human and spatial. They went on to answer a battery of questions regarding the extent to which they were feeling various emotions, their tolerance for crowding, and hedonic and utilitarian shopping value measures. The final section elicited demographic details. The procedure took about 20 minutes. Respondents were then debriefed and dismissed.
In order to ensure that American and Australian respondents were basing their reactions to the retail stimuli consistent with the way they would react to similar retail establishments in their home country, we limited respondents to those who lived and studied within their home country (i.e. Americans studying at an Australian university could not participate and vice versa). Aiello and Thompson (1980) note the importance of assessing culture-related effects by using respondents who are judging from within their A bi-cultural analysis own country. The American sample produced 260 useable responses and the Australian sample produced 307. Responses were split fairly evenly between males (48 per cent) and females (52 per cent). Respondents were also asked to indicate the type of city they lived in, choosing amongst large city (45 per cent), small city (39 per cent) and rural area (17 per cent). Size of residential area could colour one's expectations concerning a shopping experience. The distribution of respondents across city types did not differ across the two countries. The average age of the American sample (25.95) was significantly higher than the average age of the Australian sample (24.33); even so, both groups were comprised of young adults. Overall, there were no significant differences on satisfaction -the key dependent variable -due to these minor demographic differences, hence these variables receive no further discussion.
Measures
Barring the demographics, all of the variables were measured via multi-item five-point Likert scales. When feasible, measures already in use were adopted (Machleit et al., 2000; Eroglu et al., 2005) . The relevant constructs and the corresponding measures appear in Table I . Two analyses were done for each of the relevant constructs. The first was to calculate Cronbach's alpha to determine if there were any obvious candidates for item removal. As shown in Table I , Cronbach's alpha is greater than 0.7 for all of the constructs included in this study, which is deemed acceptable for reliability purposes. Shopper-satisfaction initially scored below this limit; the low alpha was driven by two of the four measures, which were subsequently removed from further analysis. The measures removed were: "Given a choice, I would probably not go back to this store" (reverse coded) and "I would recommend this store to other people". Bivariate correlation between the remaining variables ("I would be satisfied with my shopping experience at this store" and "I would be satisfied with the product I would purchase at this store") is 0.533 and significant at p , 0.001. To properly weigh the various measures comprising each construct as well as to eliminate correlations between constructs, factor analysis using Varimax rotation was employed. Shown in Tables II-VII are the outputs from the factor analyses for the seven shopping-values measures, the eight crowding-perceptions measures, and the 27 emotion measures. As desired, the component factor solution revealed that the seven shopping-value measures split and loaded onto two orthogonal factors (Tables II  and III) each with eigenvalues greater than one. As desired, the seven shopping value measures loaded onto the two constructs presented in Table I (hedonic and utilitarian shopping values). This process of factor analysing and weighting the composite constructs was repeated: the measures for crowding perceptions loaded onto two constructs and the 27 emotions loaded onto five orthogonal constructs (Tables IV-VII) that correspond to those shown in Table I . Using a cross-loading cut-off criterion of 0.40, all the loadings were clean with the exception of the emotion lucky, which loaded onto two factors. Given the loadings for gratitude and thrilled, lucky was retained in Factor 1 but not Factor 3 (Table VI-VII) .
Manipulation checks
The first series of analysis conducted assess the extent to which the human density and spatial density manipulations has on perceptions of human and spatial crowding. A t-test for equality of means indicate a significant effect for the human density "This shopping trip would be truly a joy" "I would continue to shop, not because I have to. but because I want to" "This shopping trip would feel like an escape" "I would enjoy this shopping trip for its own sake, not just for the items I may purchase" 0.827 Perceived human crowding "The store seemed very crowded to me" "The store was a little too busy" "There wasn't much traffic in the store during my shopping trip (reverse coded)" "There were a lot of shoppers in the store" 0.799 Perceived spatial crowding "The store seemed very spacious" (reverse coded) "The store has an open, airy feeling" (reverse coded) "I would feel cramped shopping at the store" "I would feel confining shopping at the store" 0. Alert and attentive 0.831 Crowding tolerance "I avoid crowded stores whenever possible" "A crowded store doesn't really bother me" (reverse coded) "If I see that a store is crowded, I won't even go inside" 0.757
Note: a Two items measure, therefore correlation reported 
Hypotheses tests
To test the hypotheses, the procedure advanced by Baron and Kenny (1986) is used [1] . In short, this requires running a series of regression models, starting with the full model shown in equation (1) below, which reflects the conceptual model shown in Figure 1 . This analysis is then followed by running a series of reduced models to isolate the mediating variables ( Figure 2 shows the series of models run along with the resultant significant variables). It is unreasonable to anticipate that the reduced models will reveal a variable or variables that perfectly mediate a relationship in the full model because:
. other factors than those represented in the model affect satisfaction; and .
shopper satisfaction is a latent construct and therefore likely to be measured with error (Baron and Kenny, 1986 Note: Beta value significant at: *p < 0.05, **p < 0.01
To run the full model, the country measure is converted to a (0,1) dummy code, which can then be multiplied by all the variables to test for whether culture has a moderating effect. Because all the measures are zero-centred, the regression model is forced through the origin (i.e. no intercept term). After running a series of models to isolate and remove non-significant independent variables, including the covariate "crowding tolerance" ( p . 0.10), the final model with shopper satisfaction (Sat) is returned and appears in Table IX: Sat ¼ f ðHshV; UshV; EMO i ; PHC; PSC; Ctry; Ctry* HshV; . . . ; Ctry* PSC; CRWTÞ ð1Þ where:
Sat : Shopping satisfaction.
HShV : Hedonic shopping value.
UShV : Utilitarian shopping value. CRWT : Crowding tolerance (added as covariate).
The full model is significant (F[6, 561] ¼ 25.13, p , 0.001) and retains six independent variables, all with p , 0.006: hedonic shopping value, emotion cluster 2 (EMO2 in Table I ) and perceived spatial crowding all have direct effects on shopper's satisfaction. The hedonic shopping value, utilitarian shopping value and perceived spatial crowding also interact with country to produce significant effects. In light of the signs of the standardized betas, shown in Table IX as well as in Figure 2 , we can conclude that H1 is partially supported: the greater the hedonic shopping value, the greater the shopper satisfaction. In contrast, there is no main effect due to utilitarian shopping value. Emotion cluster 2, which represents negatively valenced emotions, is also significant and in the predicted direction, thus supporting H2c. There is no A bi-cultural analysis evidence for a direct relationship between positively valenced emotions and shopper satisfaction, thus H2a is not supported. Spatial crowding (but not human crowding) also directly affects shopper satisfaction in the hypothesized direction, thus partially supporting H3. In this case, similar to some prior research (Machleit et al., 2000) , emotions and shopping value mediate the relationship between perceived human crowding and shopping satisfaction. Some of these effects are moderated by country of origin. Specifically, consistent with H5, Australians, relative to Americans, are less put-off by higher levels of spatial crowding (the coefficients for the interaction term was positive). In addition, for both of these shopping values, there is an interaction with country of origin. Although H6 does not specify a direction, the effects of utilitarian and hedonic shopping values on shopper satisfaction are greater for Australians than was the case for Americans.
Mediating role of hedonic and utilitarian shopping values
What is labelled as Model 2 in Figure 2 actually consists of two models: the first with hedonic shopping value, the dependent variable, and the second, with utilitarian shopping value. In both cases these two dependent variables are regressed against all five emotion clusters (refer to Table I), both perceptions of crowding, the country dummy code as well as the interaction of country with each of the aforementioned independent variables. While the full model is significant in both cases (F ¼ 31.59, p , 0.001 and F ¼ 7.704, p , 0.001, respectively), the independent variables driving the significance of both models include emotion clusters 1 and 2; in the case of hedonic shopping value, emotion cluster 4 is also significant, and for utilitarian shopping value, emotion cluster 5 is significant. The reduced regression models including only the significant variables appear in Table X do not have a direct effect on shopping satisfaction. While the emotion clusters that are significant differ from those reported in Eroglu et al. (2005) , the resultant outcome is similar: some emotions have a direct effect on shopping satisfaction (negatively valenced emotions decrease satisfaction), whereas others affect shopping values, which, in turn, affect shopping satisfaction.
Mediating role of emotions
The next series of regression models run, referred to as Model 3 in Figure 2 , are to regress emotion clusters 1, 2, 4 and 5 on perceptions of crowding (human and spatial), country, and the interactions between country and perceptions of crowding. The first three models are significant: F ¼ 14.88, p , 0.001, F ¼ 31.13, p , 0.001 and F ¼ 3.38, p ¼ 0.005, respectively; however, the regression model for emotion cluster 5 is nonsignificant (F ¼ 0.928, p ¼ 0.463), so we can, therefore, conclude that for this emotion cluster, factors other than those controlled within the experiment affect this variable. In the three cases where there was a significant relationship, the interaction terms drop out as did the country, suggesting that culture does not systematically affect emotions. The results for the reduced models including only the significant variables appear in Table XI . The first model supports H4a and the second two support H4b (assuming the insignificant effects of human crowding are not considered in the third model). Thus, greater crowding, whether spatial or human, lessens positive emotions and increases negative emotions.
Discussion
The present research extends the literature on shopping satisfaction by examining the impact of two important influencers (perceived crowding and shopping values) in a A bi-cultural analysis bi-cultural context of American and Australian consumers. The findings, which are summarized in Table XII , support the hypothesized relationships between perceived human and spatial crowding, the role of emotions as a mediator, and the resulting impact of hedonic and utilitarian values on shopping satisfaction. The most significant contribution of the study deals with the role of culture in the above-mentioned dynamics. First, the findings indicate that culture moderates the effect that hedonic and utilitarian shopping values have on shopper satisfaction. Specifically, compared with their Australian counterparts, the American consumers experience a lower effect of these values on the satisfaction they derive from shopping. Second, culture plays a similar moderating role between perceived crowding and shopping satisfaction, but only in the case of spatial crowding. These results have important implications.
From a theoretical perspective, the findings contribute to our scarce knowledge in this area. Although culture has long been identified as a strong influencer in environmental psychology , its potential influence in crowded commercial settings has been neglected by researchers. Similarly, shopping values have been extensively studied, but predominantly within the uni-cultural American context. How such values are derived by consumers shopping in different and, particularly, less-developed retail environments is a topic that has been largely unanswered (Griffin et al., 2000) . Specifically, one can inquire to what extent the dominant cultural profile of a society affects the valence and degree of shopping satisfaction of its members. There is a clear gap in our understanding of culture's impact on shopping dynamics ( Jamal, 2003) , and this study takes a step toward filling the void. Our findings indicate the strong moderating effect of culture on shopping satisfaction for both hedonic and utilitarian values, one that is greater for Australians than for Americans. Why? One possible explanation is that the American consumers have been shopping in advanced retail settings with a greater variety of readily available goods much longer than Australians. As such, Americans derive less pleasure in acquiring the product (utilitarian value) or derive less satisfaction from the sheer act of shopping (hedonic value). An interesting future research avenue is to assess the impact of macro factors (such as country's level of economic development, extent of retail development and per capita income) in this context. For example, in countries where product selection and availability are scarce, finding anything close to what one needs can alone be a pleasure-inducing experience. This would be an interesting study that could complement the work of Tse et al. (1989) who found that in developing countries consumer satisfaction is predominantly rooted in a utilitarian orientation.
Our finding that culture does not moderate the impact of human crowding (but only that of spatial crowding) is equally interesting. Particularly in light of the fact that both American and Australian cultures are individualistic, how is it that we find significant differences in their response to crowding? Perhaps, individualism versus collectivism takes on a different meaning in the context of crowding. For example, Triandis et al. (1988) have shown that although collectivist groups may have strong attachments to their in-group members and identification, they may be more negative toward out-groups. While crowding effects in international retail settings have not been widely examined, there is an assumption that Asian cultures might be more tolerant of crowding. How true is that given the context of the present study? In addition, future research can explore other dimensions of culture, such as high-versus low-context, uncertainty avoidance and regard for aesthetics, to name a few. Naturally, our findings may also be partly explained by national differences between America and Australia, such as geographic variation. The huge contrast between the size and population of the two countries cannot be overlooked. In sum, while these country-specific issues are critical in developing a better interpretation of the results, they also are limitations to any larger cross-cultural generalizations regarding the role that crowding and values play in shopping outcomes.
Further research can also examine whether culture moderates relationships in the presence or absence of other atmospheric variables such as music and scents. Finally, shopping outcomes other than satisfaction such as waiting time, re-patronage intentions, complaining behaviour and store image development, can be examined within the cross-cultural context.
The present study has several limitations that should be acknowledged. The photographic simulations of store environments can only partially reflect the real retail setting. While the lab setting allowed for clear manipulations of human and spatial density keeping the store constant, the other outcomes of density were not felt such as increased temperature, increased noise, and the feeling of people moving in and out of one's personal space. Nevertheless, the method is widely used (Eroglu et al., 2001; Machleit et al., 2005) and is ecologically valid (Hui and Bateson, 1991) . It must also be acknowledged that students are not necessarily the ideal sample to use for a study of this nature; replications with adult samples might reveal deeper, and potentially, different results.
Nonetheless, our findings indicate the important role culture plays when dealing with shopping outcomes, in particular, shopper satisfaction. Given the rampant globalization of the retail industry, practitioners, policy makers and researchers alike need to be increasingly cognizant of the role that culture plays in business performance as well as consumer satisfaction and well-being.
Note
1. Unlike structural equation modelling, using a series of regression models to determine partial mediators in a proposed relationship such as the one advanced herein the measurement of constructs is separated from predicting their effects. This approach is widely used: Baron and Kenny (1986) have been cited over 16,000 times.
